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advertising: 

America’s international influence, 
N/57-60; attitudes toward adver- 
tising aimed at children, Ja/55; 
brand characters, Je/36; exclusion- 
ary practices, N/51-54; fun and 
interesting, N/41; Hawaiian- 
themed radio program, S/40; 
mature brands, D/59-62; Miller 
Brewing, Ag/31; use of religion, 
je/22-28; youth bias, Ja/47, Jl/12- 


15 


affluent: ; 

buying the best, Ap/33-38; contri- 
butions to charity, S/39; invest- 
ments of wealthiest Americans, 
S/38; luxury sales, Ap/37; spend- 
ing habits, Ap/25; wealthiest cities, 
Je/4-7 


aging (see older adults) 
airlines (see travel) 


alcohol: 

consumer spending, Ja/4-9; drunk 
driving among older adults, $/43; 
risk behavior by state, Ag/37-43 


American Community Survey: 
effect on U.S. census, Ap/8-13 


American Demographics 
Magazine: 

sold to Cowles Business Media, 
My/2 


American Dream: 

dream homes, Ja/31-35; impor- 
tance of health, Ja/27; importance 
of home life, Ja/26; owning a vaca- 
tion home, My/33 


appliances, energy usage, N/6-11 


Asians: 
Asian Indians dining out, $/42; 
population projections, F/16-17 


assisted living, J1/45-51 


attitudes: 

about social change, D/31; aggra- 
vations, D/33; and birth order, 
Mr/10-12; common fears, 0/38; 
—— of media, Je/33; gender 
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differences over romance, F/25; 
moods, D/28; national vs. person- 
al problems, My/29; politeness 
and cynicism, My/12-15; teens on 
race, Je/36; toward children, N/12- 
16; toward crime, Jl/35; toward 
culture, music, and politics, $/24- 
29; toward environmentalism, 
Ag/35; toward euthanasia, My/29; 
toward free speech, Ag/32; toward 
gambling and casinos, My/35-40; 
toward manners, Mr/37; toward 
marriage, Ag/35; toward millenni- 
al new year, D/2; toward religion, 
Je/22-28; toward taxes, Ap/41-44; 
what people are thankful for, N/37 
(see also American Dream, con- 
sumer attitudes, values) 


automobiles (see cars) 


baby boomers: 
views on health, Ja/27; birth order 
effects, Mr/10-12 


baby bust (see young adults) 


banking: 
from home, Ap/30; profitable cus- 
tomers, F/37-41 


baseball: 

amateur leagues, Ap/24; Little 
Leagues, S/37; recovery from 
strike, Ap/24; waning fan loyalty, 
$/37 


bath market, Je/35 
birth control, and poverty, Ap/31 


birth rates: 

among teens, Je/36; by education 
level, Ag/30; cesarean, N/40; 
decline continues, N/40; percent 
change, D/28; population update, 
F/20 


birthdays: 
death rates, fluctuation around, 
Jl/28; dining out, My/29 


brand loyalty: 

increasing for food products, 
Ag/31; marketing mature brands, 
D/59-62; pervasive decline in, 
$/20-23 


California: 
migration out of, 0/38; 








Proposition 187 and immigrant 
education, 0/49-54 


Canada: 
government statistics website, 
Mr/33; young adults, D/33 


Cars: 

aftermarket and auto-parts retail- 
ers, Jl/53-58; car-related habits, 
Jl/33; number of, D/55 


casinos, My/35-40 


catalogs, purchasing by state, 
$/36 


cellular phones, Je/32 


census: 

census vs. American Demographics 
household projections, Ag/19; 
effect of American Community 
Survey, Ap/8-13 


census 1990, problems, F/10-15 


census 2000: 

debates over methods and costs, 
F/10-15; fewer questions on, 
My/26 


charity: 
affluent support, S/39; cause mar- 
keting, Ap/26 


children: 

assuming responsibility, D/32; bad 
behavior, N/12-16; birth-order 
effects on personality, Mr/10-12; 
brand character video games, 
Je/36; child care costs, D/31; coun- 
ty projections, Mr/14-15; decision 
to have, D/30; gun-related deaths, 
Jl/30; health threats, Jl/29; in pover- 
ty, S/53-56; infant mortality rates, 
Je/20; international comparisons, 
Je/35; living with grandparents, 
Ap/30; market research on, Ja/53- 
55; morality of marketing to, Ja/55; 
on vacations, My/48; performance 
in math, Ag/28; skills for future 
success, Mr/34; tolerance of, N/39; 
toy sales, D/12; use of time by age, 
D/22-25 (see also parenting) 


chile peppers, 0/16-19 
cigarettes (see smoking) 


cities: 


attracting businesses, O/41-47; by 
financial security, F/22; conditions 
improving in, Jl/32; cost of living, 
Je/30; most affluent, Je/4-7; most 
overweight, Je/39-45; most popu- 
lar for dining out, Mr/32; most 
populous, Je/16-17; office-space 
construction markets, F/23; per- 
capita income, Je/31, D/6-11; per- 
capita parking, Ja/25; population 
growth and weather; N/18-19; 
priciest hotels, N/34; reasons for 
living or not living in, 0/44; shop- 
ping-center space, O/33; top-sell- 
ing cities by product, Jl/34 


clothing: 

athletic footwear, D/35; discom- 
fort of high heels, My/30; Eddie 
Bauer brand extensions, Ap/29; 
magazine for plus-sized women 
Je/44; odor removers, N/64 


collectors, Ja/25 


college education: 

correlation with economic suc- 
cess, $/53-56; costs vs. benefits, 
Ja/2; crime on campuses, J1/30; 
employed students, F/26; fewer 
male students, D/40; future enroll- 
ments by state, O/4-8; and 
Hispanics, N/39; memories of, 
D/36; Ph.D.s’ low unemployment 
rates, N/34; prospects for Ph.D.s, 
Ja/43-45; retention rates, N/41; 
women and nontraditional stu- 
dents, S/4-12 


color, Ja/24, D/28 


computers: 

spending on, Ja/28; use in photog- 
raphy, Jl/4-10 (see also Internet, 
websites) 


consumer attitudes: 

brand loyalty increasing for food 
products, Ag/31; pervasive decline 
in brand loyalty, S/20-23; regard- 
ing customer service, Ap/20-23; 
toward banks, F/37-41; toward 
brands associated with causes, 
Ap/26; toward home and car 
insurance, Je/35; toward ‘new, 
Je/37; toward tipping, F/51-54; 
young adults and surplus income, 
Je/30 (see also atttitudes) 
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cosmetics, Mr/4-8 
Cost of Living Index, Je/30 


credit cards: 

airline reward cards, Ag/29; igno- 
rance of interest rates, My/32; 
secured, Mr/32; use by vacation- 
ers, Je/32; vs. debit cards, Ja/24 


crime: 

juvenile, D/42; media portrayal 
of, O/34; murder rates of children 
and teens, J|/30; nation’s concern 
over, Jl/35; on college campuses, 
Jl/30; probabilities of going to 
prison, Ag/29; teen murder 
arrests, F/24 


culture: 

attitudes toward, S/24-29; musical 
highbrows vs. lowbrows, F/27; 
pace of life by country, N/20-29 


customer service: 
importance of employees vs. 
technology, Je/33; importance of 
respect, Ap/20-23; in the utilities 
industry, S/59-63 


data, finding, Mr/2 


death rates: 

decline in infant mortality, N/40; 
fluctuation around birthdays and 
holidays, J1/28; if they were high- 
er, Ap/25; infant mortality, Je/20; 
overview of, Ap/47-53 


disabled Americans: 

in the work force, My/31; measur- 
ing the extent of, Jl/42; predic- 
tions for federal disability insur- 
ance, Ap/4-7; utilizing disabled 
workers, Jl/37-42 


doctors: 

distribution of generalist vs. spe- 
cialists, Jl/28; and job satisfaction, 
Jl/28; more female pediatricians, 
Jl/29; most common reasons for 
visiting, O/32; patients’ impa- 
tience in waiting rooms, Ag/34 
(see also health and health care) 


economy: 

Bureau of Economic Analysis 
Web site, Je/31; decreasing deficit, 
N/30-32; inflation and unemploy- 
ment rates, Ag/ 18-20; less anxiety 
about, 0/35; less disposable 
income, Je/18-20; low personal 
savings rate, D/26-28; stagnating 
wage rate, Ap/16-18; and unem- 
ployment, F/18-20; well-being as 
an indicator of, Ja/20, Jl/18-20 


education: 

and birth rates, Ag/30; and educa- 
tion, O/49-54; effect of parents’ 
on children, Ag/28; importance to 
the disabled, My/31; important 


teacher skills, Mr/34; and older 
adults, Mr/20-22; teachers’ con- 





cern over salaries and safety, 0/39 
(see also college education) 


elderly (see older adults) 


emergency medical techni- 
cians, J|/22-27 


employment: 

and college students, F/26; com- 
petition for workfare jobs, N/35; 
disabled in the work force, Jl/37- 
42; fields where women out-earn 
men, Je/31; in the retail industry, 
My/4-10; layoffs and downsizing, 
F/23; median tenure by age, 
Ap/29; more women in work 
force, Je/31, N/37; multiple jobs, 
S/41; per-capita income, Je/31; re- 
employed displaced workers, 
S/40; temporary workers, N/36; 
young adults switching jobs fre- 
quently, Jl/31 


energy, increased demand, 
N/6-11 


— 
alism: 





envir 
apathy toward, O/36; associating 
products with, Ag/45-49; decline 
in wildlife watching, S/36; endan- 
gered species, Mr/16-19 


ethnicity: 

European Americans, Mr/51-54; 
multicultural music, My/30 (see 

also Asians, Hispanics, immigra- 
tion, world) 


failed products: 

baked cat food, O/64; brand pro- 
liferation, My/60; cold coffee, 
Mr/60; copycat products, Ja/60; 
customer relationships, Jl/64; 
detergent sheets, My/60; Listerine 
toothpaste, $/64; Pepsi A.M., 
My/60; spray-on BBQ sauce, 
D/64; vacuum-packed peanuts, 
Ap/60 


fertility rates (see birth rates) 


food: 

brand loyalty increasing, Ag/31; 
breakfast, S/38, D/29; carry-out 
on the rise, Ap/27; chile and spicy 
foods, O/ 16-19; chocolate, F/23; 
cold coffee, Mr/60; condensed 
milk, Mr/34; dining out by city, 
Mr/32; dining out on birthdays, 
My/29; egg consumption, Ag/30; 
food shopping from home, Jl/34; 
food trends website, My/27; 
gourmet pasta, O/34; granola, 
Jl/30; habits of Asian-Indian 
Americans, $/42; increase in U.S. 
obesity, Je/39-45; more men 
cooking, Ap/28, potato chips, 
D/32 (see also supermarkets) 


gambling, demographics of casi- 
nos, My/35-40 


gardening, Ap/27 


gated communities, My/22-25 


Generation X, (see young 
adults) 


greeting cards: 

becoming more personal, O/32; 
for marriage anniversaries, Ja/28; 
pet photos in, F/26; sales of, F/4-9 


gun-related deaths, of children 
and teens, Jl/30 


health: 

baby boomers’ views on, Ja/27; 
baths reduce stress, Je/35; breast 
cancer and heart disease among 
women, Ja/29, My/26; depression 
and gender, Ag/34; height as an 
indicator of, Ap/24; home fitness 
vs. health clubs, Je/53-56; hygiene 
and hypochondria, Ag/33; lung 
cancer rates among women, 
O/26-27; men’s attitudes toward 
disease, O/32; Prevention Index 
discontinued, My/26; risk behav- 
ior by state, Ag/37-43; risks to 
children’s, Jl/29; skin cancer rates, 
Mr/37; sports injuries, $/36; sun- 
tanning, Ag/4-7 


health care: 

alternatives to nursing-home 
care, Jl/48; assisted living, Jl/45; 
attitudes toward euthanasia, 
My/29; attitudes toward long- 
term care, Je/34; attitudes toward 
Medicare, Ja/28; emergency med- 
ical technicians, Jl/22-27; heart 
bypasses, My/28; hip replace- 
ments, My/27; HMOs, Mr/36; 
home pregnancy tests, My/28; 
mammograms, My/16-17; most 
common needs, 0/32; new para- 
digm, D/14-18; patients’ impa- 
tience, Ag/34 


height, Ap/24 


Hispanics: 

fewer Mexican immigrants, Jl/32; 
in college, N/39; People magazine 
in Spanish, F/22; population pro- 
jections, Ja/16-17; shopping 
behavior, O/35; and television, 
Ja/27 


home offices: 

alternatives to, O/57-61; demo- 
graphics of, Jl/35; disenchantment 
with, O/57-61; popularity of, 
Ja/31-35 


homemaking: 

changing attitudes of homemak- 
ers, Ja/37; chore types and stress, 
N/35; decline in purchases of 
cleaning products, Ja/39; environ- 
ment-friendly cleaning products, 
Ag/38; overview, S/45-50; survey 
on housecleaning, S/40 


homeowners, D/28 


homes, changing preferences, 
Ja/31-35 


households: 

census and American 
Demographics projections, Ag/10- 
15; current spending habits, 
Ag/51-57; discretionary income, 
Mr/33; growth by state, F/23, 
N/34; in cities, O/41-47; married- 
couple households without chil- 
dren, Ap/28; and naturalization, 
Mr/45-49; pet ownership, Ag/30; 
spending cutbacks, $/14-18; three 
generation, D/29 


immigration: 

Asians, F/16-17; Chinese-lan- 
guage Yellow Pages, O/39; and 
education, O/49-54; Filipinos, 
Ap/31; from Europe, Mr/51-54; 
increasing diversity of, Jl/32; INS 
website, S/37; and marriage, 
My/20; overview of largest 
groups, Jl/33; to New York City, 
Jl/16-17 


income, per capita, D/6-11 
inline skating, Je/53-56 


insurance: 

home and car, Je/35; long-term 
care, Je/34; social security and 
disability insurance to 2005, 
Ap/4-7 


internet: 

chat and e-mail users by age, 
jl/34; in every home, D/54-55; 
Internet support industry, My/51- 
53; investing in, My/32; low pref- 
erence for online travel services, 
Je/37; online market research, 
Je/10-15; online music fans, 
My/31; privacy and safety, F/22; 
teachers’ opinions of, N/39; and 
teens, Ag/29; and TV, My/32 (see 
also Web sites) 


investments: 

in the Internet, My/32; of affluent, 
Ap/33-38, S/38; savings rate, 
D/24-26; women seeking to learn 
about, Ag/22-27 


jewelry, Ja/26 


language: 

Chinese-language Yellow Pages, 
0/39; demand for language skills, 
Ja/12-15; People magazine in 
Spanish, F/22; Spanish-language 
TV, Ja/27; translating Broadway 
plays, 0/36 


leisure time: 

baseball, Ap/24; children’s use of, 
D/20-23; gardening, Ap/27; mea- 
surement of, O/28-30; number of 
holidays by country, Ap/28; older 
adults use of, O/20-24; spending 
habits of the affluent, Ap/33-38 /) 
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(see also sports) 
lobbyists, J|/32 


luxuries: 
sales increasing, Ap/37 


magazines: 

new launches in 1996, Ag/32; 
People in Spanish, F/22; for plus- 
sized women, Je/44 


manufacturing, trucking activi- 
ty by state, 0/39 


market research: 

on children, Ja/53-55; online 
approaches, Je/10-15; values and 
bias in, Je/2 


marketing: 

to city-dwellers, O/41-47; dangers 
of target marketing, N/51-54; to 
environmentally conscious, 
Ag/45-49; expanding a niche, 
Ap/20-23; to home-office workers 
O/57-61; to homemakers, $/45- 
50; to mall shoppers, Mr/34; to 
New-Agers, Je/27; to older adults, 
Ja/47, Jl/12-15; rudeness as a bar- 
rier, My/12-15; to thrill-seekers, 
Je/47-51; to used-car buyers, 
Jl/56; using the Internet, My/51- 
53; of utilities, $/59-63 


Marketing Tools Directory, 
S/D1-D49 


marriage: 

anniversary cards, Ja/28; attitudes 
toward, Ag/35; divorce rates, 
Jl/20; fewest in January, Ja/22; 
happiness over time, Ja/28; immi- 
grants, My/20; married-couple 
households without children, 
Ap/28; median age for, Ja/10-11; 
population update, Ag/20, Ap/18, 
F/20 


media: 

ability to unify and divide, N/51- 
54; alternative news weeklies, 
N/38; America’s international 
influence, N/57-60; distrust of, 
Je/33; and Hispanics, F/22; influ- 
ence on attitudes toward crime, 
0/34; Internet luring teens from 
TV, Ag/29; Mediamark Web site, 
Jl/29 (see also magazines, radio, 
television) 


men: 

attitudes toward disease and 
health, C/32; brand character 
video games, Je/36, concern over 
appearance, 0/35; cooking, 
Ap/28; depression, Ag/34; genera- 
tional differences, 0/37; home- 
making, S/45-50; lower college 
enrollment rates, $/4-12 


metropolitan areas, (see cities) 


z millennium, new, D/2, D/43-47 


minority, whites as, D/53-54 


music: 

attitudes toward, $/24-29; classi- 
cal market expands, Mr/32; high- 
brow vs. lowbrow, F/27; makers, 
D/33; multiculturalism, My/30; 
online music fans, My/31 


New York: 

immigration to (the city), Jl/16- 
17; migration out of (the state), 
0/38 


Nielsen ratings: 

criticism of and improvements in, 
O/10-15; how they work, Mr/24- 
31; how to read them, Mr/28-29 


obesity: 
overview, Je/39-45; risk behavior 
by state, Ag/37-43 


older adults: 

Administration on Aging Web 
site, N/35; alternatives to nursing- 
home care, Jl/48; assisted living, 
jl/45-51; caregiving and receiv- 
ing, S/41; decline in nursing- 
home occupancy rates, My/28; 
drunk driving, S/43; effects on 
economy, D/53; learning, Mr/20- 
22; Ms. National Senior Citizen 
Pageant, Ja/49; spending power, 
Ja/47, Jl/12-15; use of leisure 
time, O/20-24 (see also retire- 
ment) 


parenting: 

children’s use of time, D/20-23; 
fewer female doctors have chil- 
dren, Jl/29; important parent 
skills, Mr/34; involvement with 
children, N/12-16; more working 
mothers, Je/31; parents and pho- 
tography, Ap/30; women’s atti- 
tudes toward motherhood, $/39; 
working vs. nonworking moth- 
ers, Mr/35, D/31, D/51-52 


parking, Ja/25 
perfumes, Je/32 


pets: 
cat and dog ownership, Ag/30; 
photos in holiday cards, F/26 


photography: 
industry trends, Jl/4-10; parents 
and film purchasing, Ap/30 


pool halls, Je/53-56 


poverty: 

and birth control, Ap/31; chil- 
dren, the minimum wage, and 
college education, S/53-56 


Prevention Index, alternatives 
to and discontinuation of, My/26 


prisons (see crime) 


radio: 


Hawaiian-themed program, S/40; 
sports-radio, S/40 


reading, Mr/39-43 


real estate: 

changing preferences in home 
buying, Ja/31-35; executive suites, 
O/57-61; office space overbuild- 
ing, F/23 


religion: 

churches’ ties to community, 
F/43-47; New Age, Je/27; resur- 
gence of, je/22-28; teens in church 
groups, Ag/28 


retail: 
predictions for next decade, 
My/4-10; in cities, O/41-47 


retirement: 

Americans lack of planning, 
Ag/28; baby boomers, D/52-53; 
short-term predictions for Social 
Security, Ap/4-7; Social Security 
and disability insurance to 2005, 
Ap/4-7 


rural America, rebound of, S/30- 
31 


shopping: 

Hispanics, O/35; holidays, N/43- 

49; home grocery shopping, Jl/34; 
mall habits, F/26; mall television, 
Mr/34; shopping-center space by 
city, O/33 


smoking: 

children’s exposure to, Jl/29; 
effects of stopping on economy, 
D/56; increasing among teens, 
Mr/36; lung cancer rates among 
women, O/26-27; risk behavior 
by state, Ag/37-43; skepticism 
over warning labels, Jl/31 


Social Security (see retirement) 


spending: 

aggregate vs. household level, 
S/14-18; alcoholic beverages, Ja/4- 
9; computers, Ja/28; holiday gifts, 
N/43-49; introduction to 
Consumer Expenditure Survey, 
Ag/54; jewelry, Ja/26; low despite 
economic recovery, Je/18-20; 
overview of current patterns, 
Ag/51-57 


sports: 

baseball, Ap/24, S/37; basketball, 
0/37; extreme sports and thrill- 
seekers, Je/47-51; fads vs. trends, 
Je/53-56; injuries, S/36; skiing 
and snowboarding, Ag/34; 
sports-radio, S/40 (see also base- 
ball) 


sunscreen and skin cancer, 
Mr/37, Ag/4-7 


supermarkets: 


loyalty programs, N/36; sales by 
city, 0/33 


technology: 

accommodating disabled work- 
ers, Jl/37-42; affluent as early 
adapters, Ap/33-38; APS and PC 
photography, Jl/4-10; attitudes 
toward cellular phones, Je/32; 
effect on reading, Mr/39-43; 
Internet vs. TV, My/32; small 
business’s attitudes toward, Je/33; 
translating Broadway plays, 0/36 


teens: 

attitudes of, $/42; attitudes 
toward race, Je/36; childbearing, 
Je/36; fashion, N/38; gun-related 
deaths, J1/30; involved in church 
groups, Ag/28; murder arrests, 
F/24; online, Ag/29; smoking, 
Mr/36 


telephone, length of calls, D/34 


television: 

cable vs. satellite, Ag/33; Filipino 
programming, Ap/31; gender-spe- 
cific channels, Jl/29; and the 
Internet, My/32; person ratings, 
My/32; Spanish-language TV, 
Ja/27 (see also media, Nielsen rat- 
ings) 


tipping, F/51-54 


travel: 

airline reward credit cards, Ag/29; 
and children, My/48; Hawaiian- 
themed radio program, $/40; 
hotel price rankings, N/34; meth- 
ods of payment, Je/32; number of 
cars, D/55; online travel services, 
Je/37; trains, Ap/29; vacation 
homes, My/33; worries about 
roadtrips, My/43-48 (see also 
leisure time) 


unemployment: 

and inflation, Ag/ 18-20; layoffs 
and downsizing, F/23; low for 

Ph.D.s, N/34; rates and defini- 

tions, F/18-20 


utilities: 

deregulation and competition, 
$/59-63; increased demand for 
energy, N/6-11 


values: 

by segment, F/33; segementation 
based on, F/29-34; values-based 
research, Je/2 


water, bottled, Ap/26 


weather, and population growth, 
N/18-19 


Web sites: 

Administration on Aging, N/35; 
American Bankruptcy Institute, 
D/29; Brittain Associates, Ag/29; 
Bureau of Economic Analysis, 
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Je/31; Easy Analytic Software, 
Ap/25; Gallup Organization, 
O/33; General Social Survey, 
Ja/25; Immigration and 
Naturalization Service, S/37; 
Mediamark, Jl/29; National 
Restaurant Association, My/27; 
Statistics Canada, Mr/33 


Well-Being Index: 

average American, S/32-34; 
endangered species, Mr/16-19; 
higher than wage rate, Ap/16-18; 
indicator of economy, Ja/20-22; 
inflation and unemployment, 
Ag/18-20; less disposable income, 
Je/18-20; measuring leisure time, 
O/28-30; money supply, My/18- 
20; saving vs. spending, D/24-26; 
superior measure of the economy, 
Ji/18-20; unemployment rates, 
F/18-20 


western states, settlement of, 
Ag/16-17 


women: 

attitudes toward motherhood, 
$/39; breast cancer and heart dis- 
ease, Ja/29; car maintenance, 
Jl/53-58; depression, Ag/34; dis- 
comfort of high heels, My/30; 
education level and motherhood, 
Ag/30; financial confidence, 
D/35; greeting cards, F/4-9; 
homemaking, S/45-50; higher 
college enrollment rates, S/4-12; 
learning about investing, Ag/22- 
27; lung cancer rates, O/26-27; 
mammograms, My/16-17; occu- 
pational growth, N/37; out-earn- 
ing men, Je/31; proportion in 
work force increasing, Je/31; 
underestimating heart disease, 
My/26 


work force (see employment) 


world: 

children, Je/35; influence of U.S. 
media, N/57-60; pace of life by 
country, N/20-29 


young adults: 

slacker myth, Mr/35; surplus 
income of, Je/30; switching jobs 
frequently, Jl/31 
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Disorders, Jl/32; Bodies and 
Bridges, Ja/29; Business As Usual, 
Ap/28; Going to Extremes, O/37 


Barton, Linda J. A Shoulder to 
Lean on: Assisted Living in the 
U.S., Jl/45; Comparing the 
Options, Jl/48 


Blakely, Edward J. and Mary Gail 
Snyder. Places to Hide, My/22 


Blank, Christine. Women 
Investing Wisely, Ag/22 


Cassino, Kip D. A World of 
Advertising, N/57 


Cavanaugh, Tim. Making Home 
Shopping Work, Jl/34 


Cravaita, Matthew. Everybody's 
Doing Homework, Jl/35; (Feline) 
Kings of the Castle, Ag/30; 
Financial Futures, Je/30; Hanging 
on to Students, N/41; Longer 
Winded, D/34; Online 
Adolescents, Ag/29; Slope and 
Slide, Ag/34; Where Households 
Are Booming, N/34; Who Were 
We?, D/34 


Crispell, Diane. Animated 
Characters, Je/36; Bias vs. Fact, 
Je/2; Broadening the View, N/2; 
Centers of Wealth, Je/4; Change of 
Hands, My/2; Death and Taxes, 
Ap/2; Decline of the Company 
Man, Ap/29; Depending on 
College, N/39; Equal- 
Opportunity Poverty, S/2; Fading 
Golden Tributes, Ja/28; Favorite 
Things, Ja/25; From the Met to 
the Opry, F/27; A Hail and 
Farewell, D/2; Have High Heels, 
Will Limp, My/30; Hispanics at 
the Mall, 0/35; Imperfections All 
Around, Jl/2; The Internet on TV, 
My/32; Kid-Care Costs, D/30; 
Learning for Learning's Sake, 
Ja/2; The Lifecycle of Marriage, 
Ja/28; Lucky to Be Alive. Ap/25; 
Men Look Marvelous, 0/35; 
Moody Neighbors, D/28; 
Moonlighting for Moola, S/41; 
Motivating Home Bankers, 
Ap/30; No Worries with 
Insurance, Je/35; Of Data 
Paralysis, Slugs, and TV Ratings, 
Mr/2; Older, College-Educated 
Mothers, Ag/30; Parents + 
College = Teen Math Whiz, 
Ag/28; Pre-Millennial Purples, 
D/28; Prison Probabilities, Ag/29; 
Putting Things into Context, F/2; 
Replacing Displaced Earnings, 
$/40; Romance on the Rails, 
Ap/29; Security Blanket Cities, 
F/22; Speaking in Other Tongues, 
Ja/12; Spending at Our 
Discretion, Ag/2; Stress 
Reduction with Rubber Duckies, 
Je/35; Technology Takes a Back 
Seat, Je/33; Time on Our Hands, 
O/2; TV Soloists, My/32; Unfair 


Reporting Practices, Je/33; What 
if Everyone Was in an HMO? 
Mr/36; Where the Big Bucks Go, 
Ap/25; Why Men Take Out the 
Garbage, N/35; Will Workfare 
Work? N/35; Women’s Work, 
N/37 


Crispell, Diane and Berna 
Miller. Retailing’s Next Decade, 
My/4 


Dortch, Shannon. America at 
the Plug, N/6; America Weighs In, 
Je/39; Chinese Yellow Pages, 0/39; 
Diamond Review, Ap/24; Filling 
the Void, My/26; Generosity in 
High Places, $/39; Grain and 
Grain Futures, Ja/4; Greetings, 
America, F/4; Hey Guys: Hit the 
Books, S/4; Metros with Moola, 
D/6; A New Generation at 
College, O/4; Prevention Index— 
RIP, My/26; Short-Term Security, 
Ap/4; Thanksgiving Thoughts, 
N/37; There Goes the Sun, Ag/4; 
Waning Wildlife Watchers, S/36; 
Women at the Cosmetics 
Counter, Mr/4; You Can't Take It 
with You, S/38 


Editors of Roper Reports. 
Closing the Romance Gap, F/25; 
Crime Fears, Jl/35; Entertained by 
Commercials, N/41; Inch by Inch, 
Row by Row, Ap/27; The Kids Are 
All Right, S/42; Known 
Quantities, Je/37; Mind Your 
Manners, Mr/37; The New Dream 
Home, My/33; Romantic 
Resurgence, Ag/35; Scaredy Cats, 
0/38; There’s No Place Like 
Home, Ja/26; Women are Driving 
Financial Confidence, D/35 


Edmondson, Brad. Baseball’s 
Next Generation, S/37; Before the 
Baby, D/30; Boomer Dreams, 
Ja/27; Citizen Homeowner, D/28; 
Cold Comfort, N/18; Control in 
the End, My/29; Disappearing 
Census Questions, My/26; The 
Facts of Death, Ap/47; It’s My 
Birthday; We'll Go Out if I Want 
To, My/29; Missing 
Mammograms, My/16; New 
People, F/22; Selling the Field of 
Dreams, Ap/24; Tanned to Death, 
Mr/37; TV Execs to Nielsen: Get 
Smart, O/10; Two Words and a 
Number, F/10; When Athletes 
Turn Traitor, $/37; Where 
Smoking Kills Women, 0/26; 
Who's Against Free Speech? 
Ag/32; Will Super Survey Fly? 
Ap/8; The Wired Bunch, Je/10 


Edmondson, Brad and Berna 
Miller. Asian Americans in 2001, 
F/16; Children in 2001, Mr/14; 
How the West Was Settled, Ag/16; 


a 


How We Beat the Bureau, Ag/ 10; 
Top Towns for Trends, Ap/14; 
Where America Lives, Je/16; Who 
Gets the Toys, D/12-13 


Edmondson, Brad and 
Fanglan Du. Hispanic 
Americans in 2001, Ja/16 


Edmondson, Brad and 
Matthew Klein. A New Era for 
Rural America, $/30 


Edmondson, Brad and 
Michael Pilgrim. The Newest 
New Yorkers, J1/16 


Fisher, Christy. Cars and Kids 
Go Together Like Peanut Butter 
and Jelly, My/48; City Lights 
Beckon to Business, 0/41; Have 
Clothing Business, Will Travel, 
Ap/29; The Not-So-Great 
American Roadtrip, My/43; What 
We Love and Hate about Cities, 
O/44 


Francese, Peter K. Big Spenders, 
Ag/51 


Fulkerson, Jennifer and Diane 
Crispell. Americans in Paris, and 
Elsewhere, Mr/48 


Harrison, Jennifer. Advertising 
Joins the Journey of the Soul, 
Je/22 


Heath, Rebecca Piirto. Beyond 
the Fringe in the 1990s, Je/27; In 
So Many Words, Mr/39; Life on 

Easy Street, Ap/33; Only the Best 
Will Do: Luxury Sales Heat Up, 

Ap/37; The Marketing of Power, 
$/59; You Can Buy a Thrill, Je/47 


Heubusch, Kevin. All that 
Glitters, Ja/26; Big Brother and 
the Internet, F/22; Birth Control: 
Not Just for Well-Off, Ap/31; 
Boom Gone Bust, My/28; Cards 
for Life’s Bummers, 0/32; Cyber 
Chats, Jl/34; Enlightened and Still 
Working, Je/31; Few ‘Click Here’ 
for Takeoff, Je/37; Getting it to 
Go, Ap/27; Goodbye to the White 
Glove, Ja/39; Greased Wheels on 
Rustbelt Roads, 0/39; I’m Okay— 
We're Not, My/29; Is It OK to Sell 
to Kids? Ja/55; Look at the Birdie, 
Jl/4; More Teens Lighting Up, 
Mr/36; New Hues, Ja/24; Park it 
Here, Ja/25; Pitches and Stitches, 
S/36; Prime Office Space 
Available, F/23; Standing Tall, 
Ap/24; Staying in the Spotlight, 
Ja/49; Style in a Size 16, Je/44; 
Switching for a Cause, Ap/26; 
Taking Chances on Casinos, 
My/35; Teens on the Trigger, F/24; 
Teens Warm Up to Value, N/38; 
Temporary Liaisons, N/36; The 
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Thrill of the Hut, S/42; A Tough 
Job Gets Tougher, S/39; Unruly 
Math Wizards, Mr/34; When 
Shoppers Pause, Companies Sell, 
Mr/34 


Irwin, Michael, Charles 
Tolbert, and Thomas Lyson. 
How to Build Strong Home 
Towns, F/43 


Kacapyr, Elia. Are We Having 
Fun Yet? 0/28; Both a Borrower 
and a Lender Be, D/26; 
Disposable Dollars Determine 
Spending, Je/18; Environmental 
Losses Make up for Lost Time, 
Mr/16; The Full-Employment 
Unemployment Glass, F/18; 
Improving on the Classics, Jl/18; 
Is Well-Being a Leading 
Economic Indicator? Ja/20; It’s 
Not Easy Being Average, S/32; 
Money Can't Buy You Well-Being, 
My/18; NAIRU and Other Fads, 
Ag/18; Running on Automatic, 
N/30; Taken What's Given— 
Working for a Living, Ap/16 


Kanner, Bernice. Child- 
Centered America, N/39; Dishes 
and Dirt, $/40; Environmentally 
Incorrect, O/36; Jalopy or Jewel? 
Jl/33; Stoic or Sniffly? Ag/33; The 
Peeve Scale, D/33 


Krakowka, Lisa. Supporting the 
Internet, My/51 


Kavanagh, Patrick. Musical 
Minors, D/33 


Klein, Matthew. Basketball 
Dribbles, 0/37; Blue Janes, Ag/34; 
Brand X (and Sometimes Y), 
Ag/31; Burning Love, O/16; 
Buyer, Don’t Beware, O/34; Bye- 
Bye to Bay and Bronx, O/38; 
Cassoulet or Sandwich? Ap/28; 
Colleges: Still Safer, Jl/30; Coming 
to America, $/37; Credit-Worthy 
Data, Ag/29; Disabled and 
Working, My/31; The Doctor Will 
See You Now, Ag/34; Downsides 
of Downsizing, F/23; Driving 
with Old Granddad, S/43; Food 
for Thought, My/27; General 
Social Survey, Ja/25; Getting 
Hip..., My/27; ...And Having 
Heart, My/28; Helping Teachers 
Stick with It, 0/39; High-Priced 
Digs, N/34; Holes in the Smoke 
Screen, Jl/31; Kids and Guns: All- 
American, Jl/30; Listen Up, 
Dummy, Mr/32; Media Guys and 
Gals, Ji/29; Medicare: Go for 
Broke, Ja/28; Meet the Neighbors, 
Mr/33; Minute Maps, F/24; 
Morning Meals, D/29; Music on 
the Web, My/31; Northern X- 
posure, D/35; Old News, N/35; 


Planned Acts of Kindness, Ag/28; 
Say Ahhh, O/32; Shutterbugs 
Have Kids, Ap/30; So, Whaddya 
Think? O/33; Take It Easy, Ap/25; 
Web-Shy Investors, My/32; When 
the Holiday’s Over, D/29; Where 
Eating Out Is Hot, Mr/32; Who 
Gets Paid, Je/31; Your Town's 
Favorite Groceries, Jl/34 


Larson, Jan. The New Face of 
Homemakers, $/45 


Lee, Richard A. The Youth Bias 
in Advertising, Ja/47 


Letscher, Martin G. Sports Fads 
and Trends, Je/53 


Levine, Robert. The Pace of Life 
in 31 Countries, N/20 


Liu, Min. Death Can't Wait, Jl/28 


McGee, Tom. Getting Inside 
Kids’ Heads, Ja/53 


McMath, Robert M. Chock Full 
of (Pea)nuts, Ap/60; Copycat 
Cupcakes Don't Cut It, Ja/60; 
Corporate Alzheimer’s, S/64; 
Fresh Approaches to Fresh Air, 
N/64; It Wore a Yellow Ribbon, 
O/64; Saving the Rain Forest One 
Nut at a Time, Ag/64; Sinking the 
Flagship, My/60; The David and 
Goliath Syndrome, Jl/64; The 
Perils of Typecasting, F/60; Too 
Much of a Good Thing, D/64; 
When Cold Coffee Gets Iced, 
Mr/60; Why Detergent Sheets Are 
Washed Up, Je/64 


Mergenhagen, Paula. Enabling 
Disabled Workers, Jl/37; From 
Sheltered Workshops to 
Competitive Employment, Jl/40; 
People Behaving Badly, Ag/37 


Mergenhagen, Paula and 
Diane Crispell. Who's Disabled? 
jl/42 


Miller, Berna. Beating the High 
Cost of Living, Je/30; The Echo 
Bust Continues, N/40; Educating 
the ‘Other’ Children, 0/49; Equal- 
Opportunity Killers, Ja/29; 
Finding Young Households, F/23; 
For Whom the Bell Tolls, N/40; 
Foreign-Born Diversity, Jl/33; 
Fun Money, Mr/33; The Grade 
Gap, F/24; Hold the Scalpel, N/40; 
Home to Grandma's House, 
Ap/30; Mall Shoppers with a 
Mission, F/26; Married, No Kids, 
Ap/28; Mexican Immigrants 
Retreat, Jl/32; Movers and 
Slackers, Jl/31; Population 
Update, My/20, Je/20, Jl/20; The 
Quest for Lifelong Learning, 
Mr/20; Reconciling Differences, 


Mr/35; Speak My Language, 
Ap/31; Waiters, Painters, and Big- 
Mac Makers, F/26; Where Women 
Out-Earn Men, Je/31; Worries 
About Long-Term Care, Je/34; 
Young Mothers, Je/36 


Mogelonsky, Marcia. After the 
Baby, D/30; Breakfast on the Run, 
$/38; Dollars and Scents, Je/32; 
Eggs Get Rehabilitated, Ag/30; 
Ersatz Chocolate, F/23; Gourmet 
Pasta, 0/34; Hippies’ Legacy, 
Jl/30; In Grandmother’s House 
We Live, D/29; Keeping up with 
Computing, Ja/28; Milk in a Box, 
Mr/34; Natural(ized) Americans, 
Mr/45; Oh, Baby, My/28; 
Reconfiguring the American 
Dream (House), Ja/31; Snack 
Time, D/30; Supermarket Loyalty, 
N/36; Water off the Shelf, Ap/26 


Myers, Gerry. Mutual Respect, 
Ap/20 


Nebelsky, Nick. For the Love of 
Fido, F/26 


O'Hare, William, and Joseph 
Schwartz. One Step Forward, 
Two Steps Back, S/53 


Ray, Paul H. The Emerging 
Culture, F/29; Modernists and 
Heartlanders, F/33; Using Values 
to Study Customers, F/34 


Raymondo, James C. 
Confessions of a Nielsen 
Household, Mr/24 


Reese, Shelly. When Whites 
Aren't a Mass Market, Mr/51 


Robinson, John P. and Melissa 
Milkie. Dances with Dust 
Bunnies: Housecleaning in 
America, Ja/37 


Robinson, John P. and 
Nicholas Zill. Matters of Culture, 
$/24 


Robinson, John P. and 
Suzanne Bianchi. The 
Children’s Hours, D 


Robinson, John P., Perla 
Werner, and Geoffrey Godbey. 
Freeing Up the Golden Years, 
0/20 


John Rogers. The Consumer 
Expenditure Survey, A Primer to 
Terms and Uses, Ag/54 


Russell, Cheryl. Birth Order and 
the Baby Boom, Mr/10; The 
Favor of Your Reply is Requested, 
My/12; The Rorschach Test, Ja/10; 
The Ungraying of America, Jl/12; 
What's Wrong with Kids? N/12; 
What Spending Spree? S/14 


% 


Schwartz, Joe. Kids Take 
Responsibility, D/32 


Schriver, Steve. Customer 
Loyalty: Going, Going..., S/20 


Speer, Tibbett L. The Give and 
Take of Tipping, F/51; Growing 
the Green Market, Ag/45; 
Stretching the Holiday Season, 
N/43; Taxing Times, Ap/41; A 
Toilet Cleaner’s Day in Court, 
Ag/48 


Spiegler, Marc. Alterna-rags 
Rising, N/38; Big Brains, No 
Gains, Ja/43; Multicultural 
Muddling, My/30; Pop Vulture, 
Ag/31; Slack Attack, Mr/35 


Stipp, Horst. How to Read TV 
Ratings, Mr/29 


Stoneman, Bill. Banking on 
Customers, F/37; Broadway for 
Brazilians, O/36; The Call of the 
Islands, S/40; Catalog Country, 
$/36; Cities Get a Break, Jl/32; 
Debit and Credit, Ja/24; Is There a 
Doctor in the State? Jl/28; Miles to 
Go before We Rest, Ag/28; Risky 
Behavior and Children’s Health, 
Jl/29; Shopping Space, O/33; 
Supermarket Sales, 0/33; Talk to 
Me about Sports, $/40; This May 
Hurt, Jl/28; An Untapped Market, 
Mr/32; Whining by Winners, N/34 


Ten Kate, Nancy. Are All 
Children the Same? Je/35; 
Athletic Footwear is Cool in 
School, D/35; Cable TV Loses 
Ground to DSS, Ag/33; Cell 
Phone Attitudes, Je/32; Debt 
Perception, My/32; Dr. Mom— 
Not! Jl/29; Fewer Money Worries, 
O/35; Giving Care..., S/41; Have 
Credit, Will Travel, Je/32; How 
Liberal Are We?, D/31; Move 
Over, Spanish Soaps, Ja/27; 
Neighbors to the Rescue, Jl/22; 
New Magazine Launches, Ag/32; 
Other Men’s Diseases, O/32; 
Surfin’ at School, N/38; ...And 
Taking Care, $/41; Taking It to 
Heart, My/26; Teens and Race, 
Je/36 


Turow, Joseph. Breaking Up 
America: The Dark Side of Target 
Marketing, N/51 


Vasiliev, Ren. Amana Colonies, 
Iowa, Ja/27; Bishop, California, 
Mr/36; Helper, Utah, F/26 


Wellner, Alison Stein. 
Advertising in the Expansion 
Zone, Jl/56; Keeping Old Cars on 
the Road, Jl/53 


—James D. Torr 
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